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Elizee
Marketing Specialist
I specialize in crafting diverse digital and traditional marketing campaigns across various channels. Proficient in 
Adobe applications, I excel in creating compelling advertisements tailored for social media platforms. Beyond 
design, I also manage the operational side of the business, overseeing influencer marketing in LTK, handling order 
management in Shopify, and utilizing Meta Ads Manager.



Elizee
Marketing Specialist



Social Media and Ads
I design and execute compelling social media ad campaigns in Adobe Photoshop to expertly edit images 
enhancing images through expert editing to achieve a polished look—smoothing, brightening, and color-correct 
each image.

Like to Know.It (LTK)
I showcase expertise in utilizing the Like to Know.It platform—a dynamic public relations website that facilitates 
seamless connections between creators and brands. My expertise includes selecting influencers whose values 

resonate with the brand and fit within budgetary considerations, ensuring impactful content creation that 
maximizes resources.

Meta Business Suite management
I’m skilled in utilizing the Meta Business Suite for efficient management of Facebook, Instagram, and Shops. 

I specialize in developing and implementing effective approaches to optimize social media presence and 
engagement, ensuring seamless Shops management for an enhanced e-commerce experience.
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JW Anderson
Marketing Promotion Strategy
Final Marketing Project 2021
Academy of Art University (AAU)

JW Anderson is a brand with no 
boundaries. The brand wants to 
expand its creative stories with each 
collection it designs. JW Anderson, 
thriving since 2008, aims to expand 
its creative stories with each 
collection, focusing on designing 
unique products for men and 
women. Notably, their patchwork 
cardigan gained popularity after 
being worn by Harry Styles. The 
brand intends to continue producing 
avant-garde designs through 
patchwork and wearable designs for 
everyday comfort and quality.

PROJECT OBJECTIVES
Create and design an integrated marketing 
campaign using a creative brief for a 
variety of promotional channels for JW 
Anderson.

WHAT I LEARN
Create solutions to marketing problems  
and implement various promotional 
methods for JW Anderson.

TOOLS
Adobe InDesign
Adobe Photoshop
Canva
Google Ads
MailChimp



Marketing Problems

1. JW Anderson grapples with low social media engagement 
despite 1.1 million followers, resulting in an engagement rate 
below 1%.

2. To boost digital presence, invest in emotive campaign videos 
for platforms like YouTube, going beyond aesthetics to drive 
emotional connections with viewers and drive product purchases.

3. JW Anderson should spotlight their avant-garde designs and 
unique selling points more prominently. Currently, there’s a lack of 
clarity regarding the brand’s specialization and focused product 
offerings. 

4. With only three physical stores globally, the brand struggles to 
match the presence of competitors. 

Marketing Solutions

1. Implement various marketing promotion approaches and 
tracking their effectiveness through analytics.

2. Improve brand image by enhancing public relations through 
engaging events that highlight JW Anderson’s specialties.

3. Boost brand visibility and credibility with celebrity 
endorsements or influencer collaborations.

4. Expand international presence with innovative approaches like 
pop-up stores at key locations.

1 Identify

Get ready for a revolutionary viral content experience with JW Anderson’s 
Instagram thread, #jwsocial. Unveiling the extraordinary in the everyday, this 
platform encourages customers to share their untold stories, discrimination, 
and pain. 



Name: The Social Expectations

Type: Branding Campaign

How will it work? This innovative initiative seeks to foster self-acceptance and understanding by 
leveraging animations and real-life models in a video presentation exploring the diverse social 
expectations ingrained in our thoughts and societal constructs. 

When will it launch? November to January 2022

Campaign Message: “I’m not good enough,” addresses the pervasive influence of our toxic selves 
and the broader toxic community. JW Anderson aspires to not only showcase its commitment 
to societal conversations but also to reinforce its brand ethos centered on thought-provoking 
narratives.

jwanderson.com/hypebeast

2Planning

Mockup 2

Mockup 1

Scene 1: A voiceover whispers, “I’m not good enough.” Scene 2: Changes whispers to words 
of affirmations

Scene 3: Freedom to define one’s 
own identity. “Express Yourself” 

Scene 4: Showcasing the JW Anderson 
fashion collection. Each outfit represents 
a unique style, “I am more than enough.”

Scene 5: A call to action encourages viewers 
to embrace their authenticity and individuality 
and explore the empowering JW Anderson 
collection.



Implementing a distinctive guerrilla 
marketing tactic, JW Anderson 
introduces #Breakthesocialexpectations.

Direct mail emerges as a highly effective strategy, increasing the 
likelihood of customers engaging with the lookbook.

JW Anderson is elevating 
engagement by offering a 10% 
discount for newsletter sign-ups, 
strategically building a customer 
email database. 

Radio advertisement advocating for 
JW Anderson’s ‘Rebirth’ collection, 
challenging gender stereotypes in fashion 
and encouraging self-empowerment.

Radio station: 102.7 KIIS-FM

3 Design

Search Engine Optimisation (SEO) and Search Engine Marketing 
(SEM)



OFF 
OFFICE
Entrepreneurship Project 
Final Marketing Group Project 2020
Academy of Art University (AAU)

OFF OFFICE is an online experimental 
menswear brand, which is born to 
provide an interactive online website 
and innovative pop-up marketplace 
for work-from-home menswear and 
for the new generation workforce. OFF 
OFFICE swears to create a revolutionary 
semi-formal business wear in pursuit 
of personal aesthetics. Moreover, 
appreciation at art and subcultures are 
heavily blended into our brand’s identity.

The brand seamlessly integrates new 
technologies in merchandising and 
marketing, while blending streetwear 
style with the ongoing business wear 
revolution, and embracing subcultures 
and emerging forms of art within its 
conceptual framework.

OFF
OFFICE

PROJECT OBJECTIVES
In response to the pandemic, we had to adopt new 
methodologies of research, competitor analysis, and 
innovative marketing campaigns to create a collection 
that seamlessly combines laidback comfort with 
polished aesthetics, perfectly tailored for the demands 
of Zoom meetings in the new normal.

STYLE GUIDE
Font
Montserrat

Colors
Green (RGB 104, 250, 68)

TOOLS
Microsoft PowerPoint
Adobe Photoshop



Gender
Men 

Age
25

Job
Product Designer

Education
Bachelor’s degree 

William is a product designer based in Los Angeles, America making 
$80K a year. He loves to explore new coffee shops, restaurants, and 
museums with his friends. Throughout his decision making, he values 
quality and quantity without brand commitment. He wants to be able 
to mix and match different styles in his wardrobe for a semi-formal look, 
suitable towards his lifestyle and personality. 

BIOGRAPHY

PERSONALITY
Positive, outgoing, inventive, and adventurous

NEEDS
Zoom wardrobe and going out with friends after with the same outfit to 
avoid washing a lot of clothes

WILLIAM OLIVER

1Customer Persona



Result
Convenience and affordability is important and a problem to our potential customers
19/41 customers prefer looser fit
32/41 customers would only pay for a stylist under $30
8/41 customers spend their money on Supreme
Instagram is customer’s most preferred social media
Customers mostly shop weekly or monthly.
Customers purchase their products online and retail
25/41 respondents wear streetwear/casual and 10/41 said business casual

PRIMARY RESEARCH 
      SURVEY MONKEY Questions

1. What is your age?
2. Do you identify as male or female?
3. How would you characterize your fashion style or that of your significant other? (Options: 
streetwear and casual, overdressed with accessories and dress shoes, exclusive to luxury brands, 
formal wear)
4. What factor influences your apparel purchase the most? (Options: customer service, 
convenience, affordability, quality, sustainability, innovative products)
5. How frequently do you shop online? (Options: 1-3 times a week, weekly, every season, monthly, 
once a year)
6. How do you typically shop for work attire? (Options: online shopping, brick-and-mortar store, 
combination of online and retail, social media)
7. Which social media platform do you use most frequently? (Options: TikTok, Instagram, YouTube, 
Facebook, Twitter)
8. Which brand holds the most significance for you? (Options: Comme des Garçons, Louis Vuitton, 
Supreme, Bape, etc.)
9. What is your budget range for using a stylist? (Options: <$30, <$50, <$100)
10. When purchasing clothing, what fit is most important to you? (Options: tight, true to size, loose, 
oversized)

2Research
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4 Marketing
Channels





Evalea
Product Development 
Final Project 2021
Academy of Art University (AAU)

Application: Adobe Illustrator, Photoshop, Indesign

Evalea is a modern office wear and lifestyle brand 
infused with Indonesian traditions. Inspired by Batik, 
the traditional wax-resist dyeing technique, the brand 
redesigns classic attire to align with current trends. 

What I learn: Create 2D designs through Illustrator and 
generate creative designs based on Indonesian culture.

Improvement: Improve line flow from one point to the 
next to streamline color edits.





MyNeighbor (Indonesian: Tetanggaku)

Website Creation Volunteer Project
Application: Figma

MyNeighbor is driven to establish a comprehensive platform where individuals can 
seamlessly share their resources with those in need, fostering connections between 
countries from America to Indonesia and beyond. As a nonprofit, we focus on linking 
donors and like-minded individuals to nonprofits through their websites, gaining 
valuable insights into our diverse community’s preferences.

What I learn: I’ve acquired skills in crafting website prototypes using Figma, fostering 
collaboration across diverse teams, and implementing user-centric approaches to 
ensure intuitive navigation and an enjoyable user experience.

Wireframing1

To enhance our visibility and accessibility, 
we generate search engine-optimized blog 
posts, ensuring that people can easily 
discover our platform and contribute to our 
collective mission of providing support and 
assistance globally.



High Fidelity mockup2



Prototyping3

What I can do better: Explore alternative design methodologies like responsive and interactive designs. In my next project, I can also prioritize creating more 
inclusive designs with a focus on accessibility thorough testing across diverse user needs.


